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With the rapid development of Chinese economy, many manufacturers are 
expanding their production capacities. And the customers accordingly attain more 
space to choose the products. And then, what the enterprises have to consider is not 
only how to attract customers, but also how to keep their loyalty and make them to 
be permanent clients .In a way, the latter is more important. As a result, many 
enterprises have to turn their focus from developing new customers to maintaining 
old ones. It is also well known that the cost of developing a new client is more than 
5 times than the cost of maintaining an old one. So the enterprises pay more 
attention to cultivate the long-term, bidirectional  relationship with their customers. 
Because of the increasingly keen competition, the enterprises have to be confront 
with more complex circumstances which including suppliers, competitors, social 
organizations and internal staff. So the competition will include not only the product 
and the client, but also the external relationship around them.  
The relationship marketing is a good choice for the enterprises under this 
condition. Nowadays, many companies have chosen relationship marketing, which 
is called the 90s’and later century’s marketing strategy, as their competitive strategy 
and it has proven to be an effective way. In this thesis, I will analyze the actuality of 
relationship marketing strategy applied in Santeh, which is a cement company built 
in 1997, to find the effect of the strategy. And furthermore, to think about what the 
Chinese cement companies can learn from Santeh’s experiences and three important 
factors, which should be enhanced as well. 
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第一章  绪论 
本章将着重介绍本文的研究背景、意义和研究的内容。 
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第一节  关系营销的定义 
美国学者西奥多.莱维特（Levitt）在 1983 年首先提出“关系营销就是保
持顾客”的概念。他认为“买卖双方的关系很少在一笔交易结束后终止，相反，
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